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Friends: 


TIME’s Nick Samstag recently jolted me with some pointed suggestions: 
‘Henry, you need a NEW NAME for Direct Mail Advertising . . . people don't 
like the name... peor'e think it means only selling by mail . . . more people 
would read your darn old magazine if they thought it was covering the non- 
advertising things that can be done by persuasive words.” 


I've called Nick several times since the first jolt . . . asking him to name it. 
He can't ... neither can I. Can you? Let's work on it. 


It's true that “many advertisers don't think of Direct Mail except as a means of 
getting orders’ ... as Cy Norton puts it. When wartime stops selling, it's easy 
to stop considering ‘Direct Mail.’’ Perhaps we've oversold ‘Direct Mail’’ as a 
selling tool . . . although for years we've been preaching its many other uses. 


A church wants to increase its attendance; a stockholders committee wants 
to force policy changes; a government agency wants to influence an indus- 
trial group to cooperate; voters want to defeat a dangerous candidate; etc., 
etc., etc., for hundreds of possible non-selling examples. Persuasive words 
are written, processed and mailed to selected individuals. One project may 
require hundreds of thousands of booklets, broadsides or circulars; another 
may require only a hundred mimeographed letters. One letter to one individual 
might be a complete campaign of persuasion. And none of these examples 
could be labelled either as selling or as advertising. 


Maybe Nick is right. Maybe we have had our sights too low. So search for 
a new name. Give us your suggestions. 


In the meantime, let's realize that by any name this power we have... to 
write, to process, to send to selected people . . . can be turned in many direc- 
tions, for many purposes. 


Sume of these directions are shown in this issue. More will follow. 


Sincerely, 


Publisher of THE REPORTER of ? 


P.S. When you send us your suggestions, 
* try to include some case histories from 


your own recent experiences. 


H. H. 
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USE YOUR PENCIL 


[_] THE ANNUAL DMAA CONVEN- 
TION has been cancelled. This action 
was taken in order to cooperate with 
Government requests. The Board of 
Directors of the DMAA are working 
on plans to sponsor local one day 
clinics this fall in various sections of 
the country. The annual Direct Mail 
Leaders Contest will be conducted as 
usual . . . aS announced in the four 
center pages of this issue. 


The winning campaigns will be 
routed around the country for inspec- 
tion at the local group meetings. 


George Dugdale of Delane Brown, 
Towson, Maryland, long an advocate 
of earlier-in-the-year conventions, has 
this to say about the cancellation. 


Wouldn’t this be a good opportunity 
to start some serious agitation to have 
the Convention date changed from 
September or October to late May or 
early June, when folks who are in the 
mail order business could attend the 


Convention, make contacts and get 


ideas that could be tested in the 
summer and used in the big fall and 
winter campaigns? 


We've told George to go right ahead 
and start agitating. We’ll help. When 
the war is over, the convention can be 
started any time. The sooner the 
better! 

& 


[] THE A.F.A. CONVENTION held 
recently in New York was much bet- 
ter attended than many expected. 
This Reporter enjoyed renewing 
contacts, and listening to the speech- 
es. The Direct Mail Departmental, as 
usual, was crowded with enthusiasts 

. and was largely devoted to sum- 
maries, questions-and-answers on top- 
ics currently discussed in The Re- 
porter. 


One thing we noticed at the A. F. A. 
Convention . . . is something which 
should receive the serious considera- 
tion of the leaders in the advertising 
clubs. Women delegates were much 
more in evidence than their brothers. 
We couldn’t get exact figures, but 
estimated thd registration figures 
would show about 65% Women. 


We also noticed that there were 


separate conferences for ‘Women’s 
Advertising Clubs” and for ‘“Men’s 
Advertising Clubs.’’ We will stick our 
neck out by asking—‘‘What in the 
world is the reason for continuing 
this antiquated and outmoded di- 
vision ?”’ 


For advertising purposes, what is 
the difference between women’s clubs 
and men’s clubs? With advertising 
clubs suffering from lack of support, 
indifference, etc., why should there 
be two different clubs in the city, only 
differentiated by sex? It is a silly 
business. Perhaps those stodgy all- 
men advertising clubs are simply 
afraid that the women will steal their 
spotlight. In every case reported to 
us so far, the inclusion of women in 
the old established men’s advertising 
club has caused a rebirth of activity. 
And in some of the cities where the 
two club system still exists, the wo- 
men’s club is by far the more active 
and aggressive. 


[] CONGRATULATIONS to the pro- 
motion committee which handled the 
recent convention of the National 
Industrial Advertisers Association, 
at Atlantic City. This war conference 
was a grand testimony to the effec- 
tiveness of Direct Mail. The Conven- 
tion was originally scheduled for 
September. It had to be advanced to 
the end of June. The committee had 
only four weeks in which to do an 
attendance promotion job, which in 
the past took six months. Most of 
the promotion was done by mail, since 
many of the trade papers did not have 
time to start functioning. It was a 
bang-up, rapid fire, high pressure cam- 
paign and it should be entered in the 
90 Direct Mail Leaders Contest. 


Releases, broadsides, bulletins, cir- 
culars, etc. hit all prospects with 
breath-taking frequency. The result 
was a record breaking attendance. 
Of course, the program committee 
helped too by delivering the best line- 
up of speakers and subjects ever 
scheduled for the NIAA. 


[]) THIS IS TO REPORT that the 
Graphic Arts industry is at last mak- 
ing some progress toward getting 
on an industry wide co-operative cam- 
paign. That’s been a hope and dream 
for many, many years. It took a war 
to bring it about. Innumerable meet- 
ings have been held during the past 
several months. This Reporter has at- 
tended most of them. On July 9th 
we saw and heard complete market- 
ing plan presented to a hundred lead- 
ers in the Graphic Arts supplier and 
producer fields. The program was ap- 
proved and some money was raised 
at the meeting. 


The complete proposed program is 
now being printed and will be pre- 
sented to the entire industry. If the 
required amount of money is raised, 
you will soon see an industry-spon- 
sored campaign which will show how 
Direct Mail (printed promotion) is 
an effective tool in the war-business- 
effort. 


No need to talk of details now. 
There will be time enough when, as 
and: if the money is raised and the 
campaign is started. IT LOOKS 
VERY HOPEFUL. 


[] CONGRATULATIONS to Chris 
Browne, editor of Modern Packaging, 
122 East 42nd Street, New York City 
for his July article on the paper sit- 
uation. Chris went a whole lot fur- 
ther than The Reporter. He used 
sixteen pages of small types, while 
we used a mere thirteen pages of 
big, BIG type. The story should be 
fairly well known by now that “there 
is no paper shortage.” 


However, we were amazed to see 
a recent bulletin from the American 
Booksellers Association, Inc., 35 East 
20th Street, New York City .. . list- 
ing eighteen different ways of sav- 
ing paper ... most of which are un- 
necessary under present conditions. 
Book publishers can’t be any too 
happy about some of the suggestions 
relating to decreased promotion ef- 
forts ... what with the book post- 
age rate just being doubled! 
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[7 “A HEADACHE?” is the right name 
for mailing list worries—and it is 
used in a recent excellent promotion 
letter mailed by David F. Beard, 
Sales Manager of the Direct Mail 
Division of McGraw-Hill Publishing 
Company, New York City. 


‘Lists are really a headache this 
year!”’ one of the biggest mailers in 
the country said to me over lunch a 
few days ago. 


Paper and ink “shortages” haven't 
materialized—aren’t likely to. But get- 
ting good names over which to cam- 
paign—that’s another story. It’s ap- 
parent by now that mailers can’t get 
by any longer simply by using lists 
of people who bought some item cost- 
ing $4.98 by mail six months ago. At 
the rate people are shifting about these 
days, even in six short months at least 
35% of the men on that list would 
have changed jobs, companies, or home 
addresses . . . more than enough dead- 
wood to suffocate any mailing. 


Where formerly a hundred good mail 
order lists were available, it’s the lucky 
mailer who today can find ten. To be 
“right” for mail order now, lists must 
not only be based on proved direct- 
by-mail buying habits, but also they 
must be revised and maintained on a 
day-to-day basis. 


Balance of letter, of course, pro- 
motes McGraw-Hill lists which are 
corrected day by day. We hear that 
the McGraw-Hill Direct Mail Divi- 
sion is a busy place . . . no squawks 
about bum business. It may be “good 
lists’—but Dave Beard’s slick pro- 
motion is largely responsible. 


a 


[]) THOSE VICTORY REPLY LA- 
BELS have been running into trouble 
in a few cases. Envelopes bearing 
the small 2” x 2” label have been 
returned by some Post Offices, ei- 
ther for postage or for better ad- 
dress. This was largely due to the 
fact that the Post Office Department 
in Washington had allowed the use 
of these labels on an experimental 
basis, but did not instruct the vari- 
ous Post Offices in the Postal Bulle- 
tin. So, this is to report that on July 
8, 1942, the Postal Bulletin carried 
the following notice: 


Business Reply Victory Labels. In 
order to conserve paper, some con- 
cerns are distributing Business Reply 
Victory Labels for use in lieu of busi- 
ness reply envelopes or cards. The la- 
bels, 2 by 2 inches in size, bear the 
words “Business Reply Victory La- 
bel” at the top and a circle in the up- 
per right corner with the words “No 
Postage Stamp Necessary if Mailed in 
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the United States.” The other indicia 
required on business reply cards and 
envelopes also appear on the labels, 
including the short heavy lines along 
the right edge. Until otherwise in- 
structed letters or cards bearing such 
labels may be treated as business re- 
ply cards or letters as provided by 
section 510, P.L. and R. 


Reporter's note: Of course, the 
emergency need to conserve paper 
is now a thing of the past. However, 
many companies found the little Vic- 
tory Label very effective. This no- 
tice in the Postal Bulletin will re- 
move any difficulties with local Post 
Offices. 


[] THE WORD “DECEASED” will 
no longer appear on undeliverable 
mail returned to the sender. For 
reasons arising from the present war 
situation, the Post Office decided to 
eliminate the use of the word for 
the duration. 


All Post Offices were so advised in 
the April 13th issue of the Postal 
Bulletin. Undeliverable mail will still 
be returned to the sender with mark- 
ings such as—moved, unknown at 
address, no such number, refused, 
etc. If the Post Office can think of 
no other word to use they will prob- 
ably write “unclaimed” on the en- 
velope. 


Several readers of The Reporter 
have made recent inquiries on this 
point . .. hence this item. 


(}] THE PAPER SHORTAGE RU- 
MORS had repercussions in the 
strangest places. When the scare 
was in full swing, the Post Office 
Department reversed itself on a reg- 
ulation of many years standing. It 
issued instructions to the Dead Let- 
ter Office saying that “letters which 
cannot be returned to the sender 
shall be mutilated by tearing across 
two ways and shall be sold as waste 
paper. Undeliverable advertising 
matter mailed under first-class post- 
age shall be sold as waste paper 
without mutilation.” 


The Post Office may have to re- 
verse itself again, since the stock 
piles of waste paper have grown so 
high that the mills cannot reprocess 
all that is available, and the dealers 
cannot find enough storage space. 


[] THE POST OFFICE is interested 
in stopping the misuse of Business 
Reply Envelopes. On a recent case 
reported, the Third Assistant Post- 
master General included in his let- 
ter to the complaining permit hold- 
er ... the following: 


Approval was recently given to print- 
ing the following notice on the back 
of business reply cards and envelopes: 


“Important Notice——The use of 
this card (or envelope) for pur- 
poses other than the purpose for 
which it is sent is contrary to post- 
al regulations and will be dealt 
with accordingly,” 


and it is believed that you may desire 
to print e similar notice on the back 
of your business reply envelopes. This 
may be helpful in the effort which is 
being made to prevent the misuse of 
such envelopes and cards. 


' [ WATCH THE NEWS for timely 


tie-ups with your mail appeals. Leake 
and Watts Orphan House, 1 East 
42nd Street, New York City was get- 
ting ready for its annual appeal for 
summer camp funds. Doolittle flew 
over Tokio. One of his men was a 
“sraduate” of the Orphan Home 
and the summer camp. With that 
kind of tie-up material, you can im- 
agine what kind of a promotion let- 
ter was prepared. Well done. (A 
former student in our Direct Mail 
School prepared the letter and 
brought it to us for criticism. Not 
a single correction! Miss Emily Majer 
graciously credits “the professors” 

. but we think she’s just plain 
smart. ) 


[] ABOUT INVISIBLE INK MES- 
SAGES: .. . Several months ago we 
issued a warning that circulars print- 
ed with invisible ink and enclosed 
in envelopes must be mailed first 
class. The Post Office ruled that the 
“message is locked in.” 


We think the Post Office is stretch- 
ing a technicality too far, but that’s 
the rule and you must stick to it. 


This is to advise, however, that the 
Post Office has ruled that post cards 
printed with invisible ,ink (in stand- 
ard post card size) can be mailed for 
lc, which is technically the first 
class rate for a post card anyway. 


This is really a tempest in a tea- 
pot, but we want to get the records 
straight. 
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More About the Direct Mail “Situation” 


Several months ago we praised the consistent Direct Mail job being 

done by Remington Rand, Inc., Buffalo, New York. (A mailing 

every two weeks to some 24,000 names.) We give you now an un- 

expurgated letter received from S. J. Hiles of the Remington Rand 

Advertising Department . . . written after he had read our report 
on the paper and printing situation in the May issue. 


Dear Henry Hoke: 


Any manufacturer able to sell his 
products in today’s markets has not 
refrained from doing so through a 
misguided sense of patriotism, which 
exhibits itself in a desire to conserve 
paper. He has used every means of 
promotion that he has always used. 
If one of those means is Direct Mail, 
you can bet on it that he has heard 
the paper-shortage scare-talk, has in- 
vestigated and found it untrue, and 
has gone ahead using Direct Mail in 
the same efficient, effective ways as 
before. 


False rumors of paper shortage are 
getting the blame for the current 
sharp decline in national Direct Mail 
activity, but the reason of course is 
the general curtailment of civilian 
goods production. The paper decline 
would have happened anyway, but 
the shortage rumors make a con- 
venient “whipping boy” for paper 
mills and merchants to use. 


The sharpness of that decline is 
the direct fault of the paper men 
themselves. Last fall, every mill rep- 
resentative who traveled his terri- 
tory had more and bigger scare sto- 
ries about huge Government pur- 
chases of paper. The merchants got 
panicky, the printers got panicky, 
the users got panicky. Actually I 
suppose the Government wasn’t over- 
buying, but everybody else did—and 
deliveries ran eight to twelve weeks 
behind, with most of the buying be- 
ing done purely for inventory. 


So I say—talk of shortage is only 
an excuse for the slump the Direct 
Mail industry is in. It is so easy to 
Say “We’re cutting down our adver- 
tising to help save paper” (thus pre- 
tending patriotism) when what is 
actually meant is, “We’re cutting 
down our advertising because our 
markets can’t buy our products (or 


because we’re doing 100% war 
work).” 


Of course this brings us directly to 
the door of the Keep-On-Advertising 
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Wonder how George Kinter (Advertising High- 
lights, Pittsburgh) would like some of the 
intriguing illustrations included in the 1942 
Remington-Rand Campaign? Not bad, George! 


Department—and I’m not going in- 
side, thank you. I’m not going to get 
involved in any argument as to 
whether business can or cannot sur- 
vive without advertising. This let- 
ter isn’t a dog-fight—just a chance 
to do some out-loud thinking, and 
some beefing, about various angles 
of the paper “shortage” situation 
which have been gnawing at my 
mind for months. 


People Like to Conserve 


Here’s another angle: when the 
American people get conservation- 
conscious, they go whole hog. The 
man who is asked to save toothpaste 
tubes and tin cans and sugar and 
tires and gas, soon begins to think 
everything should be saved—and be- 
gins to display active resentment 
when he gets Direct Mail literature. 
He assumes that all things are scarce 
and so your point of adding a “paper- 
abundance” message to each folder 
is a mighty good one. 


In our own company, executives in- 
stituted the “write on both sides of 


the sheet” program. One zealous in- 
dividual in particular put a tag-line 
on one letter “We’re using both sides 
to conserve paper for the war effort, 
etc.” The folder which accompanied 
the letter was not a very thick one, 
so the mailing department inserted 
a chipboard stiffener—standard prac- 
tice with us on all light-weight fold- 
ers mailed flat. Did we get the bird 
from plenty of conservation-conscious 
folks on that boner! 


The P. S. on your May front cover 
says “Tell us what you are doing.” 
I think maybe you and your readers 
would be interested to know what 
Remington Rand is doing these days, 
in the direct mail field. 


You know what we’re doing in the 
selling field, of course. Remington 
Rand is typewriters and adding ma- 
chines and steel filing cabinets and 
visible record systems and bookkeep- 
ing machines and photographic re- 
cording equipment and calculating 
machines and steel furniture and 
punched-card accounting machines 
and loose-leaf accounting systems— 
and electric shavers. Limitation or- 
ders and “stop production” orders 
now apply to every single item we 
make. We've developed a wood filing 
cabinet that looks like steel and acts 
like steel—we’ve even developed a 
slick wooden cabinet for our famous 
Kardex Visible Record System—but 
the other items in our line are harder 
to buy than a new tire. 


So What Are We Doing, These Days? 


We’re calling on our prospects, 
stronger than ever. The best way to 
show our activity is to cite figures 
on our direct mail activity. 


We have two major sources of 
names to mail to: 1) our salesmen 
write in and say “Send Folder No. 
Such and Such, advertising Product 
A to Mr. So and So.” 2) our salesmen 
furnish, and we maintain perman- 
ently on Addressograph plates, the 
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names of their best prospects for our 
various products. 


Here’s a tabulation, by 3-month pe- 
riods, of our activity on both kinds 
of lists since January 1941. 





Mailings to 
Mailings Addressograph 
to Names Names on 
from Permanent 
1941 Salesmen File Total 
ist Quarter....175,729 194,592 370,321 
2nd Quarter....100,397 231,541 331,938 
3rd Quarter.... 82.543 217.912 300,455 
4th Quarter.... 97,188 403,831 501,019 
1942 
Ist Quarter....132,328 208,770 341,098 
“nd Quarter.... 53.653 595,072 648,725 


No matter what kind of analysis 
you do on this, it is obvious that we 
are using Direct Mail more inten- 
sively today than ever before. A 
shrinking sales force and shrinking 
markets naturally cause the activity 
in the first column to drop off, but 
it’s more than offset by company-di- 
rected (as opposed to salesman-di- 
rected) use of Direct Mail. 


Maybe you'll be interested in our 
own analysis of these figures. 


The first calendar quarter of any 
normal year is the best in our business 
it’s the last quarter in our fiscal year. 


The second 1941 quarter is likewise 
“normal”’—and so is the third, when 
activity in the office equipment busi- 
ness is at its lowest. 

The fourth quarter is usually equal 
to the second, yet in 1941 it ran 50% 
ahead of normal .. . despite the fact 
that as early as September, we and 
our customers were sorely beset with 
PD 25’s—and that the country’s hectic 
temper was climaxed by the events of 
December 7. Yet December was the 
biggest Direct Mail month of the year 

206,000 individual mailings. 


In the first quarter of 1942, we 
“caught our breath” a little—then went 
on far stronger than even the biggest 
period of last year. 


What About the Future? 


Your guess is as good as mine. 
But whatever happens, you can bet 
that Remington Rand will be in 
there slugging. And since we're near- 
ly 100% converted to war production, 
you can read two separate meanings 
into the word “slugging.” 


Oh, I forgot—-I wasn’t going to get 
mixed up in the “Keep-On-Advertis- 
ing’ argument, was I? And so I 
wind up in it right up to my neck. 


It’s your fault, really, that this 
letter is so long. Your trenckant, 
stimulating article is swell. I agree 
with much of it, disagree with some 
of it (nothing, not even a public re- 
Jations campaign, can save the Direct 
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Mail industry whose customers have 
lost their markets). Thanks a mil- 
lion for writing it and broadcasting 
it. 

Hope you're still awake when you 
reach this sentence! 


* * * 


Reporter’s note: I am still AWAKE 
... and cheering. Why should I print 
“articles” when I can get letters such 
as yours? 
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[] LATEST CONTRIBUTION to the 
gaiety of life and business is by Herb 
Ahrendt (Ahrendt, Inc., New York) 
who distributed the telephone mem- 
orandum reproduced here. In the 
same envelope came a thermographed 
traveliterature card bearing the leg- 
end “See Germany and Japan from 
the Sky—Trips Made Nightly-——Join 
the United States Air Force.” 


Thanks to Leo Joachim’s Printing 
News for telling us about it. 


[] MR. ESQUIRE FAILED TO GET 
HIS LETTER. Tom Dreier is respon- 
sible for the veracity of the follow- 
ing amusing episode. It makes a 
good addition to our file of case his- 
tories of complaints well handled: 


George Sumner Barton of Wor- 
cester mailed a letter addressed to 
Thomas Dreier Esquire, Hotel Stat- 
ler, Boston, accepting a luncheon in- 
vitation at that well-run hostelry. 


The letter was not delivered, fortu- 
nately without interfering with the 
carrying out of the luncheon plans. 
Later the letter was returned to Mr. 
Barton from the Statler. When the 
failure to make delivery was brought 
to the attention of Manager D. B. 
Stanbro of the Statler, Bert wrote 
in explanation: 


“It is true that many of our em- 
ployees these days are brand new, and 
need considerable training and your 
thoughtfulness in sending the envel- 
ope to us has been most helpful be- 
cause it brought out an astounding 
fact—that your letter apparently had 
been filed under the E’s. I am return- 
ing the envelope so that you can see 
just how this happened. Apparently, 
the young lady who received and filed 
the letter had never seen the title 
‘Esquire’ on anything but a magazine 
cover, and when the letter came in 
addressed to Thomas Dreier Esquire, 
she filed it under the E’s, awaiting the 
arrival of Mr. ‘Esquire’. 


“If it were not for the fact that you 
missed receiving this letter, we both 
might get a good laugh out of it, but 
as it is, I can only apologize to you 
for the lack of knowledge on the part 
of the clerk and express the hope that 
it did not greatly inconvenience you. 


“I will not ask you to advise your 
friends to drop the title when writing 
you at our hotel, for I know of no one 
who is more entitled to it than you 
are. I think the little lesson that the 
girls have had will correct this situa- 
tion so that in the future you will get 
your mail, even if it has your title 
tacked on te your name.” 


[] TWO EAGLE-EYED CRITICS of 
The Reporter wrote to us about the 
French-Canadian’s letter to the bi- 
cycle manufacturer (page 8, June 
issue). Herb Lewis of The Reuben 
H. Donnelley Corporation, New York 
City and Harry Higdon of the Phoe- 
nix Metal Cap Company, Chicago 
spotted it as an adaptation of an 
old gag used first by the Crane Com- 
pany of Chicago back in 1907. It 
was later picked up by B.L.T. in his 
famous “A Line o’ Type or Two” 
column. 


Harry Higdon, many years ago, had 
it reprinted on a little card which 
he uses in replying to people who 
write him scorching letters about a 
seeming omission. 


Sorry we can’t give you another 
antiquated story which Herb Lewis 
thought we ought to run along with 
the valve-handle (bicycle saddle) 
wheeze. Its too old. 
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Unmatched production facilities have made this country the arsenal of democracy. 
America has this capacity because her industries long have been the best sales- 
men on the globe, and have built more and more plants to serve the markets won 
through sustained advertising. In our economy, tank size advertiser and peep alike 
have achieved success that is the envy of all the nations. In this titanic struggle, it 
is American industry that comes through to win the war. Champion today is sup- 
plying materials for munitions, and business papers for Government. But its three 
great mills exceed the production that war demands of them, and customers large 
and small still are able to secure their needs from the complete Champion line. 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO... CANTON, N. C.... HOUSTON, TEXAS 


eS % Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
and Tablet Writing ... Over 1,500,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO - PHILADELPHIA +» CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI - ATLANTA 








MORE ABOUT WARTIME ADVERTISING 


Congratulations to the Christian 
Science Monitor of Boston for its 
recent 10” x 13”, 32 page booklet en- 
titled “What of Business in Total 
War? A Lesson from Britain.” It is 
an ideal sequel to the booklets we 
praised several months ago issued 
by Lord and Thomas, titled “What Is 
Life Like with the Enemy 20 Min- 
utes Away?” The Christian Science 
booklet exhibits many examples of 
British advertising. In large type it 
gives a fascinating account of life 
and business with war close at hand. 
The closing copy is well worth re- 
printing here :— 


Advertising in a Total War 


The British have proved that the 
spirit of enterprise can remain undim- 
inished and buying and selling continue 
actively in spite of rationing. 


What looked at first like a hopeless 
effort to survive such widespread losses 
or continue business anywhere near 
normally, had no such effect on Brit- 
ish advertisers, who not only took all 
available space in their four-page Brit- 
ish newspapers, but 569 advertisers 
took approximately 26,743 lines in The 
Christian Science Monitor in January 
and February 1941. 


This copy was placed during the 
steadiest bombings and immediately af- 
ter the big fire, with the knowledge 
that the issues carrying these adver- 
tisements would not reach local read- 
ers for some 4 to 6 weeks. Such is the 
confidence of these British firms in 
their survival. 


The lesson to be learned from Brit- 
ish business is: 


1. That total war itself does not 
mean the end of private enterprise. 


2. That it is possible to survive con- 
stant attacks from an enemy that is 
able to interfere with every activity of 
civilian life. 

3. That advertising is vital to busi- 
ness in wartime, and not only benefits 
the individual firm but steadies public 
morale by expressing the spirit and 
courage of a free people and its con- 
viction of ultimate victory. 


We wrote to our friend Lucile 
Shoop, copy chief of the Advertising 
Department, to congratulate her on 
the fine job. She replied with a letter 
worthy of much more display space 
than we can give it here. Read it 
carefully: 

It has seemed to me for a long time 
that advertisers should be giving 


thoughtful consideration to after-the- 
war conditions. 


$ 


When the war is over, the merchan- 
dising plans of the United States, and 
the so-called British Empire, will be 
closely interlocked. We will immediate- 
ly have to be sending to the British 
Isles, Australia, New Zealand, India 
and elsewhere, a vast amount of mer- 
chandise. With that set-up will have to 
be transportation arrangements of all 
kinds, and financing. 


On the other side of the picture there 
will have to be a ready acceptance for 
all the various types of things that the 
people in these other countries can 
manufacture. Overseas companies will 
be open to help to extend their mark- 
ets through North and South America, 
and we will have to cement further the 
bonds that have already been made. 


There is right now a danger that this 
fact be overlooked, and because of 
that a great many fine opportunities 
for building happy international rela- 
tions be lost. When the time comes for 
this great merchandising renaissance, 
we may find ourselves entangled with 
muddle-headed chaos. It would be so 
easy for advertising people to see 
through the clouds, to the glorious op- 
portunities ahead, and wisely plan ac- 
cordingly. It is not something that can 
be done overnight, and it is not some- 
thing that can be carried on the 
shoulders of any one organization. 
Every advertising agency that has 
branch offices or connections outside 
of the United States can be a tremend- 
ous force in helping to build a right 
foundation for this merchandising re- 
naissance. 


Every publisher with outside connec- 
tions can do something to help. Every 
manufacturer, who has even a skele- 
ton vestige of an international organ- 
ization can wisely shape his advertis- 
ing plans to build for this great future. 


Please forgive me for descending up- 
on you with this pet idea of mine which 
is sO very close to my heart. Perhaps 
I am seeing too much in the clouds, 
but it does seem to me that upon the 
American business people of today rests 
the responsibility for the world civiliz- 
ing effects of the greatest merchandis- 
ing renaissance that the world will 
ever have known. 


That, Lucile, is a good letter. Stay 
up in the clouds, or wherever it is 
that makes you write that way. 


[) IF YOU WANT an interesting 
booklet which will give you the his- 
tory of and detailed information 
about printing inks, write to Her- 
bert Kaufman, General Printing Ink 
Corporation, 100 Sixth Avenue, New 
York City, for his new booklet, “The 
Story of Printing Inks.” 


[] MAKING IT OFFICIAL. A Com- 
mittee from The Association of Ca- 
nadian Advertisers recently met with 
members of the Wartime Prices and 
Trade Board (equivalent to our W. 
P.B.) Result: A statement author- 
ized by Board which may be printed 
on advertising pieces. Here it is: 


Waste of any kind, particularly in 
wartime, is to be deplored, but a pub- 
lic misconception exists with regard 
to the use of any advertising on Book, 
Bond or Writing Papers. There is no 
shortage of such papers nor will the 
war effort be impaired by their use. 


It might clear the atmosphere con- 
siderably if our own W.P.B. did like- 
wise. 


[] IMITATION OF AN OSTRICH! 
That’s the way Jack Carr of Lutz, 
Florida heads a recent promotion 
letter. Many business people could 
well afford to listen carefully to this 


copy: 


Times like these tempt many men 
to give a fairly good imitation of -an 
ostrich. Hiding their head in the sand 
and losing contact with old custom- 
ers. 


Of course, it’s easy to understand 
the reason. With nothing to sell they 
feel they have nothing to tell. The 
impulse is to retire to some room and 
hang a Don’t Disturb sign outside the 
door. 


Or find a little island and get away 
from it all! 


But it would be a sin and a shame 
to sacrifice the good will of the trade 
which many concerns have worked 
hard to build up during years in busi- 
ness. 


That good will is the basis of every 
Sale made in the past and of every 
sale to be made in the future. It must 
be cherished and preserved so that 
the conversion from war to peace can 
be made smoothly. 


“The life blood of business—good 
will—must be kept flowing during the 
war period,” declares the director of 
the Bureau of Foreign and Domestic 
Commerce, Carroll L. Wilson. “Keep 
your name and the name of your prod- 
ucts and trademarks alive.” 


Maintain your mailing list as well 
as you possibly can. Send a friendly, 
courageous, confidence-inspiring letter 
fairly regularly to those who helped 
you build your business. Don’t let 
them forget you. 


It’s an investment that is certain to 
bring excellent dividends after this 
war is won. It will maintain business 
morale—theirs and yours, as well. 


THE REPORTER 
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GOOD ADVICE for business houses that can’t 
afford to lose good will: Keep trade connections 
informed with printing, and in the end your 


trade will keep you! 


Layout man and printer by getting together in 





advance can get unusual and effective printing 
using standard paper sizes, standard colors and 


standard weights. 


’ You can get what you want. There is plenty of 


paper for direct mail advertising. Plan first... 


Save time—DO IT Now! 


For more than 10 years we have 


advised buyers of printing to 


“Consult Your Printer” 


INTERNATIONAL 


rAVFE SS Cemerawnm 


220 EAST 42nd ST., NEW YORK, N. Y.¢ BOSTON « CHICAGO + CLEVELAND 


PAPERS /or PRINTING aad CONVERTING 








[] INTERESTING BOOKLET just is- 
sued by J. I. Case Company of Ra- 
cine, Wisconsin. E. R. Durgin, editor 
of The Case Eagle told us all about 
it. Size, 7%” x 10%”, 16 pages. To 
celebrate Case’s 100th Anniversary, 
the advertising department unearth- 
ed examples of the wood engravings 
formerly used in Case advertising. 
Every illustration is a wood cut. By 
good arrangement and typography, 
Case has succeeded in producing an 
attractive and intriguing historical 
document. 


[7] “BULLETINS—HOW TO MAKE 
THEM MORE EFFECTIVE” is the 
title of a how-to-do-it booklet re- 
cently issued by the Social Work 
Publicity Council, Inc., 130 East 22nd 
Street, New York City. Its 24 pages 
hold a wealth of fresh ideas for mak- 
ing bulletins .. . and annual reports 
too . . . perfect public relation in- 
struments. Sound advice ... with- 
out frills. Price is 50c. 


[) LETTER FROM AN ARMY SUR- 
GEON—vwritten three weeks after 
the Armistice 1918—we quote from 
the interesting news bulletin of Art 
Center, Inc., 420 Lexington Avenue, 
New York. 


Would like to see every Prussian in 
this accursed land hanging by his 
head. Was in Metz and talked to sev- 
eral. They are as stiff necked, as cun- 
ning, as cruel, as plotting, as vicious, 
and as unbeaten 2s though their rot- 
ten hearts had not been washed in 
the blood of millions of human be- 
ings. I cannot fancy what the world 
is to do with these men who are to- 
tally unfit to live in it. 


These same men are the ones 
who have just made widows of the 
women of Lidice. 


PAPER VITAL 


IN WAR AND PEACE 





[]) THAT’S A GOOD LOOKING POS- 
TER in full colors, 9” x 12”, just re- 
leased by The Mead Sales Company, 
230 Park Avenue, New York City. 
Here’s how it looks. We understand 
copies are available to anyone who 
requests them on _ business letter- 
head. 


CC] FRANK EGNER said at the A.F.A. 
Convention: 


“My advice to the mail-order copy 
writer who is dissatisfied these days 
with his copy, is this: Ride in the Sub- 
ways, visit the movies, read the letters 
from readers in the Daily News and the 
little local community papers, and lis- 
ten everywhere to the people talking, 
laughing, worrying, arguing. And let’s 
remember that even in the midst of 
this great war—even in the midst of 
this world-wide upheaval that may 
well be one of all history’s greatest 
social revolutions— people—the little 
average people who are and have al- 
ways been our customers—are still 
people.” 


[] MANY LETTERS have been re- 
ceived concerning recent articles in 
The Reporter. Perhaps this one is too 
personal ... but we just can’t resist 
the temptation to reprint it: 


Dear Mr. Hoke: 


You must have heard it said that 
“procrastination is one doctrine that 
Christians, regardless of denomination, 
subscribe to wholeheartedly.” It cer- 
tainly has a place in my scheme of 
things. 


It has been my intention to write to 
you for a good many months, and my 
only excuse for failing to have done so 
is that I have procrastinated. Your ex- 
cellent article on page 18 of the most 
recent issue of The Reporter makes it 
impossible for me to delay any longer. 


This is to let you know that I have 
admired your David-like attack on the 
Goliath-like enemy propagandists. The 
moral and physical courage you have 
manifested is, in my belief, greater than 
that which a soldier shows in battle 
for his “urge” to fight is maintained 
by the social impact that others are 
“with” him, actually. Yours was ex- 
hibited “alone” and that fact increases 
its quality. Eternal vigilance is the 
price of liberty so, of course, you feel 
that the job is not over, but you should 
certainly have the satisfaction that ac- 
companies the knowledge that you 
landed a hard and telling blow. 


Permit me to express my very hearty 
approval of the article “About Intol- 
erance.” That is a sermon, in that it 
is a message with genuine Christian 
content, and as a sermon it is very ef- 
fective for it reaches an audience that 
some of us parsons do not have when 
we orate. 


Rev. J. Kenneth Miller, 
United Presbyterian Church 
of Stewart Manor, 

Garden City, N. Y. 


Reporter’s note: We have never 
felt ‘“‘alone.” Hundreds and hundreds 
of letters have filled our workroom 
with encouraging support. 
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Three forms in one! Make it easy to buy... easy to pay. 
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DIRECT MAIL LEADERS CONTEST 


For Most Effective Direct Mail and Mail Order Produced 
Between December 7, (Pearl Harbor) 1941 and August 15, 1942! 


OPEN TO ALL USERS OF DIRECT MAIL 
AND MAIL ORDER 


YOU ARE INVITED to participate in the DMAA 1942 
WARTIME DIRECT MAIL LEADERS’ Contest for the 
valuable awards listed in this announcement. This is the 
most important of all the contests sponsored by the 
DMAA for many years past. WARTIME DIRECT MAIL 
is the theme—and we want you, and every user of Direct 
Mail and Mail Order to submit the material you have 
produced between the above mentioned dates for two im- 
portant reasons: (1) to show how the powerful mediums 
of Direct Mail and Mail Order Advertising are being 
used during these critical times, and (2) to obtain for 
your efforts the recognition they deserve in the form of 


special awards by an impartial Board of Judges. 


Your campaign may be a simple one. . . or elaborate. 
Size of company or campaign will not influence the 
decision of the Judges. Material does not have to relate 
to the War effort .. . any Direct Mail or Mail Order 
material produced between December 7, 1941 and August 
15, 1942 is acceptable for entry. (Please read the follow- 
ing pages for full details. ) 


All users of Direct Mail or Mail Order Advertising in 


all their forms are eligible. You don’t have to be a 
member of DMAA to enter this Contest. 


RULES ARE SIMPLE and very little effort is required to participate in this contest. Please read them, 


and every other word in this announcement carefully— 


i. First, fill in the enclosed entry blank, on the back of which are complete rules and regulations 


for your guidance. 


i. 


. We then send you complete instruction sheet and suggestions for your preparation of a port- 


folio to convey your campaign and story to the Judges of this Contest. 


3. You, as an entrant, then simply submit a Direct Mail or Mail Order effort produced between 
December 7, 1941 and August 15, 1942 which you feel deserves recognition for its planning 


and effectiveness. 


1. Recognition of the FIFTY LEADERS, not more than an equal number of Runners-up, of 
Special Awards, and of Producers, will be given to those whose campaigns merit awards by 
the Board of Judges. Details of awards are outlined on page 3 of this folder. 


%. Full publicity on, and display of all winning campaigns will continue all through next year, 


for the benefit of your company and in the interests of good advertising. 


JUDGING of the 1942 Wartime Direct Mair 
LEADERS will be under the direction of Mr. J. A. 
Welch, Vice-President, The Crowell-Collier Pub- 
lishing Company, New York and President, Adver- 
ising Federation of America, who, with four other 
prominent, capable and impartial collaborators, 
constitute the Board of Judges. They will base their 





decisions by rating your pieces or campaigns as 
follows: Direct Mail campaigns—(1) Results or 
Effectiveness, 25 points; (2) Plan and Continuity, 
25 points; (3) Copy, 25 points; (4) Design and 
Physical Appearance, 25 points. Mail Order cam- 
paigns — (1) Results, 50 points; (2) Copy, 25 
points; (3) Design and Layout, 25 points. 





NO LIMITATIONS ON 


Whether a simple piece or complete campaign, 
series of letters or house magazines, Direct Mail or 
Mail Order—all are eligible for special awards. 
No limitations on purpose, either. Whether to sell 
or advertise merchandise; to reach dealer or con- 


sumer; to better public or employee relations; to 


FORM OR PURPOSE 


increase production efficiency; to instruct, inform, 
explain your Company’s part in the War Effort; or 
to tie in with any of the 24 or more Government 
sponsored Victory Programs — all these purposes 


for which Direct Mail and Mail Order are logical 


mediums are eligible for this Contest. 


HERE'S YOUR OPPORTUNITY... 


to secure desirable publicity for your product and 
your services. In winning a CERTIFICATE OF 
AWARD your campaign is stamped as an outstand- 
ing example of Direct Advertising. It will be 
viewed and studied by tens of thousands during 


the year. 


After the 50 Winners have been selected, they 
will be featured at special meetings held by adver- 
tising clubs and other local groups in the United 
States and Canada. And they will be used to illus- 


trate talks on Direct Advertising during advertising 


MAIL YOUR ENTRY 


It is not too early to get started now, so that you 
will have ample time to submit your campaign in 
prize-winning form. Read the back of the entry 
blank, and then turn it over, sign your name and 
enclose your check for the small entry fee of $5. 
Send it to us immediately and we will forward you 


instruction sheet and full information to simplify 


and sales promotion classes in colleges, universi- 


ties, business schools and special courses. 


With its background of educational purposes, the 
DIRECT MAIL LEADERS’ Contest is a big factor 
in the effort of the Association to emphasize the 
tremendous possibilities Direct Advertising offers 
and to encourage the increased use of well-planned, 
well-executed Direct Advertising. (See the list of 
1941 Winners on page 4.) This Contest will dem- 
onstrate the use of, and continued need for, WAR- 


TIME Direct Mail and Mail Order Advertising. 


BLANK TODAY... 


your carrying out the few operations involved. 
If there are any questions you wish answered, 


please communicate with DMAA headquarters. 


Cordially yours, 


Direct Marit ADVERTISING ASSOCIATION, INC. 
17 East 42nd Street, New York, N. Y. 


(Write direct to D.M.A.A. for entry blanks.) 





P.S 


Don’t be the judge of your own Direct Advertising efforts. Even though the quantity of your Direct 
* Mail since December 7, 1941 may have decreased, don’t hesitate to enter with smaller campaigns. 


Enter this Contest and have your material and its results judged by an impartial group. All material held in 
strictest confidence until Winners are announced. We hope you are one. The small effort involved may 


bring you deserving recognition. 




















RECOGNITION OF WINNERS! 


Direct Mail Leaders Contest of 1942 
by the 
Direct Mail Advertising Association, Inc. 


AWARDS FOR 50 LEADING CAMPAIGNS. Out of all entries submitted, fifty campaigns will be selected as the FIFTY 
LEADING DIRECT MAIL OR MAIL ORDER CAMPAIGNS of 1942. The winners will receive special recognition in 
the form of the highly-prized DMAA Certificate of Award, carrying with it national recognition of outstanding 
achievement. Ten of these 50 Certificates of Award will be awarded to the ten leading Mail Order Campaigns. 


AWARDS FOR RUNNERS-UP. After the FIFTY LEADERS are selected. those campaigns that deserve honorable mention 


will receive Honorable Mention Certificates of Achievement in Direct Mail Advertising. 


SPECIAL PLAQUE AWARDS. As a further inducement to all entrants, there will be the following additional Victory Plaque 
awards for campaigns of special merit selected from the FIFTY DIRECT MAIL LEADERS, three of which are for 


outstanding Mail Order Campaigns. 


Special Plaque Awards To DIRECT MAIL Group ... 











Typography Plaque—American Type Founpers SALEs Cor- 
PORATION, Elizabeth, New Jersey. Courtesy of Frederick B, Heit- 
kamp, Vice President. 


For: “The Best Example of Modern Typography in a Direct Mail 
Campaign.” 

War Production Plaque — Buck.Ley, Dement & Company, 
Chicago. Courtesy of Homer J. Buckley, President. 

For: “The Best Series of Direct Mail Pieces Designed To Step Up 
War Production.” 

Retail Direct Mail Plaque — Tue Coca-Cota Company, At- 
lanta, Georgia. Courtesy of A, P. Alexander, Jr., Editor of THE 
Rep BARREL, 

For: “The Most Effective Retail Store Direct Mail Campaign.” 

The President’s Plaque — Tue FLINtTKoTeE Company, INc., 


New York. Courtesy of L. Rohe Walter, Advertising Manager, and 
President of The Direct Mail Advertising Association. 


For: “The Most Outstanding Direct Mail Campaign to Consumers.” 
Color in Direct Mail Plaque — GENERAL PRINTING INK Cor- 

PORATION, New York. Courtesy of Herbert Kaufman, Adv. Mer. 

For: “The Most Effective Use of Color in a Direct Mail Campaign.” 
House Organ Plaque —INpustTrRIAL MaArkKeETING, Chicago. 

Courtesy of G. D. Crain, Jr., Publisher. 

For: “Campaign Including the Most Effective Use of House Or- 

gans—Internal and/or External.” 


Dealer Education Plaque — McCann-Erickson, Inc., New 
York. Courtesy of Howard Korman, Manager, Merchandising & 
Sales Promotion Department. 


For: “Most Outstanding Wartime Dealer Educational Campaign.” 


Industrial Direct Mail Plaque — McGraAw-HILL PUBLISHING 
Co., Direct Mail Division, New York. Courtesy of David F. Beard, 
Sales Manager. 


For: “Most Outstanding Industrial Direct Mail Campaign.” 


Service Organization Plaque — THE NATIONAL CAsH ReEclIs- 
TER Company, Dayton, Ohio. Courtesy of R. H. L. Becker, Adver- 
tising Manager. 

For: “The Most Effective Direct Mail Campaign for Service Or- 
ganization, Institutional or Philanthropic Promotion.” 


Effective Letters Plaque — THE Onto NATIONAL Lire INsuR- 
ANCE ComPANY, Cincinnati, Ohio. Courtesy of Arthur W. Theiss, 
Sales Promotion Manager. 


For: “The Most Outstanding Letter Campaign.” 


Conservation and Maintenance Plaque—R. L. Potk & Co., 
Detroit. Courtesy of Julian G. Wolfner, General Sales Manager. 


For: “Most Outstanding Direct Mail Campaign Promoting Con- 


‘ servation and Maintenance of Equipment.” 


The Reporter Plaque — Tue Reporter oF Direct Mart Ap- 
VERTISING, New York. Courtesy of Henry Hoke, Publisher. 


For: “Most Effective Use of Good Showmanship in a Wartime Di- 
rect Mail Campaign.” 


Time-Life-Fortune Plaque — Time. Lire AND ForTUNE Mac- 
AZINES. Courtesy of Nicholas Samstag, Circulation Promotion Man- 
ager, TIME. 


For: “The Letter or Campaign of Letters Most Effectively Com- 
bining Sales Results with the Cultivation of Good Will.” 


Three MAIL ORDER Special Plaque Awards 


McGraw-HiL_t PusiisHinc Co., Direct 
Mail Division, New York. Courtesy of David 
F. Beard, Sales Manager. 


Plaque for: “One Of The Three Outstand- 
ing Mail Order Leaders.” 


Mosety Setective List Service, Boston. 
Courtesy of James M. Mosely, President. ber. 


Plaque for: “One Of The Three Outstand- 
ing Mail Order Leaders.” 


Courtesy of an Anonymous DMAA Mem- 


Plaque for: “One Of The Three Outstand- 
ing Mail Order Leaders.” 


RECOGNITION OF PRODUCERS. Special Certificates of Awards will be given to all Producers who are recognized by the 


Winning Advertisers as having played an important part in the production of such winning campaigns. 


RECOGNITION THROUGH DISPLAY. All Winning Campaigns will be prominently displayed by, and discussed in, local 

irect Advertising Group meetings in all important cities throughout the United States and Canada during the latter 
part of this year and 1943, and at Advertising Clubs and Exhibits. Then they will be placed for permanent dis- 
play with leading universities and colleges selected by the Board of Governors. All winning campaigns will also be- 
come a permanent part of the Direct Mail Advertising Association’s Research Library. 








HERE ARE THE 50 LEADERS WHO WON DISTINGUISHED HONORS 


AsBpoTt LABORATORIES 
North Chicago, Illinois 


ABERLE, INC. 


New York, New York 


Aetna Lire INSURANCE COMPANY 
Hartford. Connecticut 


ALUMINUM COMPANY OF AMERICA 
Pittsburgh, Pennsylvania 


ASSOCIATION OF GAS APPLIANCE 
& EquipMENT MANUFACTURERS 
New York, New York 


AUSTENAL LABORATORIES, INC. 
Chicago, Illinois 


Bauscu & Loms OpticaL COMPANY 


Rochester, New York 


Boston ELevATED RAILWAY 
Boston, Massachusetts 


Tue BroapwaYy-HOLLYwoop 
Hollywood, California 


Carstairs Bros. Distittine Co. 
New York. New York 


THe CHURCH OF THE REDEEMER 
Baltimore, Maryland 


CATERPILLAR TRACTOR COMPANY 
Peoria, Illinois 


CHEVROLET Motor DIvision 
FRIENDS MAGAZINE 
Detroit, Michigan 


CONTINENTAL CAN Co.. INc. 
New York, New York 
Devore & Rayno.tps Co., Inc. 


New York, New York 


Eastern Atr Lines INCORPORATED 


New York, New York 


IN 1941 


EASTERN STATES FARMERS’ EXCHANGE 
Springfield, Massachusetts 


Fawcett PuBLIcATIONS INc. 
New York, New York 


GILMAN FANFOLD CORPORATION 
Niagara Falls, New York 

Harv SCHAFFNER & Marx 
Chicago, Illinois 

HercuLes Powper Company Inc. 


Wilmington, Delaware 


Heywoop-WaKEFIELD CoMPANY 
Gardner, Massachusetts 


Hoover BALL AND Bearine Co. 
Ann Arbor, Michigan 


ILLinots TooL Works 
Chicago, Illinois 


INTERNATIONAL Fipre Boarp Lrtp. 
Gatineau, Quebec, Canada 


Lit BROTHERS 
Philadelphia, Pennsylvania 


Merck & Co., Inc. 
New York, New York 

Merritt Lyncu, Pierce. FENNER & BEANE 
New York, New York 

Mitts Nove.tty CoMPANY 


Chicago, Illinois 


MoNSANTO CHEMICAL COMPANY 
St. Louis, Missouri 


Mutua Broapcastinc System, INc. 
Chicago, Illinois 


NATIONAL BroapDcaSsTING Co., INc. 
New York. New York 

New Encianp Coke ComMPANY 
Boston, Massachusetts 


PHOENIX MetTAL Cap Co.. Inc. 
Chicago, Illinois 


PROVIDENT MUTUAL Lire Ins. Co. 
OF PHILADELPHIA 
Philadelphia, Pennsylvania 


RELIANCE Lire INsurRANCE Co. 
Pittsburgh, Pennsylvania 

RCA Victor Company LiMiTED 
Montreal, Quebec, Canada 


RKO Rapro Pictures Inc. 
New York, New York 


Roya Typewriter Company, Inc. 
New York, New York 


San Francisco Cati-BuLLETIN 
San Francisco, California 


ScHERING CORPORATION 
Bloomfield, New Jersey 


SHELL O1L Company INc. 
New York, New York 


SOUTHERN STATES Iron Roorine Co. 
Savannah, Georgia 
SuccCESSFUL FARMING 


Des Moines, Iowa 


Tooke Bros. LIMITED 
Montreal, Quebec, Canada 


Unitep Air LINES 
Chicago, Illinois 


UnitTep STATES RuBBER COMPANY 
New York, New York 


Curis WAHLROTH CLOTHES 
Toronto, Ontario, Canada 


Rapio Station WIBW 
Topeka, Kansas 


Rapio Station WOR 
New York, New York 


D E C I D 7 now to enter your campaign for consideration this year. If you win you will receive 


one of the handsome Certificates of Award which are given to those submitting prize- 


winning campaigns. Additional recognition will go to special winners in the various classifications in 


the form of handsome Victory Plaques. Write for entry blank today direct to D. M. A. A. headquarters. 


Write for entry blank and direct all inquiries to 


DIRECT MAIL ADVERTISING ASSOCIATION 


17 EAST 42d STREET 


NEW YORK CITY 

















[] WARNING: George Clason, pro- 
prietor of Financial Education Pub- 
lishers, Commonwealth Building, 
Denver, Colorado sends in important 
tip for mail dealers. A petty racket 
is being worked by some “illegiti- 
mate” firms in South America. They 
write to book publishers and sellers 
of small lot merchandise ... and 
the letter looks like a bona-fide or- 
der. So it is for anyone who can do 
business without being paid for their 
goods. The writer carefully stresses 
his firm’s importance and responsi- 
bility; also that they must have the 
goeds in hand before sending money 
out of their country; also that all 
delivery charges are to be prepaid. 


Some American firms have already 
“bit” on such letters. They do not 
get paid. 


Don’t let this warning interfere 
with legitimate trade you may be 
building in South America. But ex- 
amine new “orders” carefully. If the 
letter is constructed as described 
above—investigate carefully. 


[] A MINT PLANT was mailed to a 
special list of prospects by the Frank- 
fort Distilleries, Inc., New York City. 
This is reminiscent of the successful 
stunt used by Station WCCO, of 
Minneapolis, who mailed out pine 
tree seedlings (reported in the June 
1938 issue on page 10.) 


Dave Beard of McGraw-Hill Pub- 
lishing Company, New York City, 
sent us his copy of the Frankfort let- 
ter. We will give it to you: 


Dear Mr. Beard:— 


This Summer, as the frost forms on 
the Julep cups, we would like to have 
you Sit back and say, “This is authen- 
tic—even the mint comes from the 
Blue Grass Country.” 


Late last year, in Kentucky, we sent 
men harvesting by the springs and 
along the banks of the stony brooks, 
roots of the wild mint whose flavor 
blends with Four Roses to make the 
perfect Julep, the same Julep you en- 
joyed at Churchill Downs or the Pen- 
dennis Club during your last Derby. 


This week, a plant grown from these 
roots will be mailed to you, with our 
compliments, for your garden. It will 
thrive best where the soil is moist. 

When Julep Time comes, may FOUR 
ROSES and the fragrance of “Kentucky 
Blue Grass Spring Mint” combine to 
give you the pleasure which comes 
from perfection.—Very cordially yours, 
(s) Allan M. Craig, Jr. 

P. S. You’ll find full planting instruc- 
tions within the box containing the 
mint. 
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Wartime direct mail that 
helps build peacetime business 


FRVEN though you're oversold today, 
don’t neglect the markets you need 
later on. Start selling them now. Use 
mailings that lay the groundwork for 
peacetime business, 


Here are three ways to do the job... 
three suggestions as to the paper to use 

. and three kits of materials to help 
you plan and produce the most effective 
mailings. 


Send out broadsides with a real news 
- wallop. Use striking colors, plenty of 
pictures. And print them on Hammermill 
Offset ... this paper gives splendid re- 
production plus the economy of work- 
and-turn printing. 
See for yourself the kind of work you can got on Ham- 
mermill Offset. Send for the latest collection of commer- 
cial reprints. Over-runs of actual jobs. 


2 Send out smaller mailings with your 

* regular correspondence or as separate 
pieces. For economy, use Hammermill 
Opaque. This paper is light in weight. 
Cuts paper and postage costs. But it has 
the capacity of heavier stock. 


To see the kind of printing you can produce, send for the 
collection of specimens on Hammermill Opaque. Illustrated 
letters, folders, bulletins—9 pieces in all. 


3 To “package” booklets, catalogs and 
- other pieces that you want your cus- 
tomers to keep for reference, specify 
Hammermill Cover. Its striking colors 
and distinctive finishes invite reading. 
Its durability keeps your message alive 
and readable. 

To choose quickly the right color, weight and finish, get 
the sample book of Hammermill Cover. Represents over 
500 quickly available cover paper items. 


zz 
nil 
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Hammermill Paper Co., Erie, Pa. 

Please send me the kits checked below: 

[] 1—Collection of Commercial Specimens on Hammermiin Offset. 
2—Collection of Commercial Specimens on Hammermill Opaque. 
[] 3—Sample book of Hammermill Cover Papers. 
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[] THANKS to Jack Lasky of The 
Lasky Company, Newark, New Jer- 
sey; to Don Rogers of The Rogers- 
Miller Company, Canton, Ohio; and 
to Fred H. Clifford, Advertising, Ban- 
gor, Maine, for their fine handling 
of reprints on our Paper and Print- 
ing situation article in May Report- 
er. Don’t know how many printers 
and paper merchants rebroadcast 
that blast—but the samples we've 
seen were swell. 


Printers Paper Merchants, Letter- 
shops all sorts of firms in the 
Graphic Arts business — should be 
telling the real story of Direct Mail 
to their prospects and customers reg- 
ularly. 


P. E. Chamberlain of the Koppers 
Company, Baltimore, Maryland hit 
the. nail smack on the head in a re- 
cent letter to The Reporter. 


Management may be production 
minded, or sales minded, or both. But 
few, I think, are actually advertising 
minded except in a hazy, general way. 
They do not see that the various forms 
of advertising, including house publi- 
cations, direct mail, etc., are pieces of 


the pattern, all of which are necessary 
to the complete garment. 


Probably General Managers and 
Boards of Directors will never take the 
time to become specialists in adver- 
tising. Maybe if Direct Mail and house 
organs are good enough to get a grip 
on our customers, management will 
not dare eliminate them. Most com- 
panies big enough to use all forms of 
advertising could make many other 
budget eliminations first if something 
convinced them of the advisability of 
so doing. “Reader interest” is some- 
thing to conjure with in other things 
besides newspapers. 


We are consistent automotive trade 
paper advertisers. If any of them take 
a crack at Direct Mail, we can tell 
them that we have had more reaction 
from our “Missionary Work by mail” 
campaign this year than we ever got 
from our trade ads. And yet we 
wouldn’t consider eliminating them. 
We need both, plus, if we are to do a 
good job. 


YOU SCARY FOLKS in the print- 
ing and paper business who think 
“The Government” might crack down 
on you if you dared to campaign for 
business . . . should have heard the 
talk given by Howard Hovde at the 
Advertising Federation of America 
Convention in New York. Maybe the 





THIS MAN 
WILL WORK FOR YOU 


FOR NOTHING 


ae 


PUT A PICTORIAL ADVERTISING MESSAGE ON THE BACK 
OF YOUR ENVELOPE (by the Artographic process) AND THE 

’ POSTMAN WILL DELIVER IT WITHOUT ANY COST OTHER 
THAN NORMAL POSTAGE. 


CURTIS 1000 INC. 
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Advertising Federation office at 330 
West 42nd Street, New York, could 
dig up a copy for you. To counteract 
the idea that “Government” is agin 
advertising, Howard quoted praising 
statements of nine officials—includ- 
ing Jesse Jones; Wayne Taylor; Car- 
roll Wilson; Wilford White; John 
Morse; Raymond Reeves; Leon Hen- 
derson; Donald Montgomery and 
Thurman Arnold. 


Who or What are you scared of? 
Better take a few trips to Washing- 
ton and discover that “The Govern- 
ment” is just a collection of Bills, 
Teds, Harrys, Johns, Howards, Bobs, 
Marys, Janes . . . working, eating, 
living, worrying and fighting just 
like the rest of us ... and anxious 
to get a job done. Approach every 
problem with a spirit of “Will it 


help” ...and you need not be afraid. 
e 
[] AT LAST... a simple, practical 


and bunkless book about letters. 
The Reporter does not often go over- 
board in praising business books (so 
many are dry). This time we advise 
you to add any superlative adjectives 
you wish to this description. Harper 
and Brothers, 49 East 33rd Street, 
New York City have just published 
a small 5” x 7%”, 118 page book 
titled “How to Dictate Better Let- 
ters,” by James F. Grady and Milton 
Hall. 


Refer back to The Reporter for 
February 1941 (page 3,) and find 
story we ran at that time saluting 
the work of the Department of Agri- 
culture in training letter writers. 
That was the first case, to our knowl- 
edge, where any Government agency 
was interested enough in building 
public good will to demand that all 
correspondents take a letter writing 
course. 


James F. Grady is the man who 
outlined the course and directed the 
letter writing supervision in the De- 
partment of Agriculture. 


This new book is a summarized 
version of Grady’s work in the De- 
partment. It is written simply .. . 
and understandingly. Its whole theme 
revolves around the premise that “a 
letter is essentially a substitute for 
a personal interview.” 


There should be a law requiring a 
reading of this book by every busi- 
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ness man who dictates letters. We 
will recommend it to all former stu- 
dents of our Direct Mail Course. 


We like particularly the very ex- 
cellent criticisms and re-writing of 
specific sample letters. There isn’t a 
whole lot of humor in the book, but 
we got a great kick out of the fol- 
lowing: 

The absurdity of some closings, as 
well as the need for planning, is illus- 
trated by the following letter sent by 


a firm of dress manufacturers to a 
near-bankrupt businessman: 


“We regret to advise that we will 
not ship the order for five dozen style 
No. 645 which we received today by 
mail. 


For your information, beg to call to 
your attention that the transactions 
which we had with you last season 
did not turn out satisfactory and for 
that reason beg to advise that we are 
not interested in receiving any busi- 
ness from you. 


Thanking you in advance for your 
future patronage, we are.” 

Another nice thing about this let- 
ter writing book is its price. It is 
only $1.50, and we see on the jacket 
that discounts are available on quan- 
tity purchases. 

* * * 


Speaking of Letter Books 
we’ve had fun this month reading an 
old book we picked up in the family 
library on our last trip to Chambers- 
burg. It is titled “The Up to Date 
Practical Letter Writer.” It was 
published in 1902 by Thompson & 
Thomas, Chicago. After reading the 
samples recommended “for correct 
business form,” we can understand 
a little better why so many business 
men (exposed to its early training) 
use SO many stilted and superfluous 
phrases. 


Drop around to the Direct Mail 
Center some hot afternoon and get 
a chuckle from reading the section 
devoted to “love letters.” 


[] TO SAVE TIRES AND GAS... 
John A. Young of the Monarch Life 
Insurance Company, Springfield, 
Massachusetts prepared a little fold- 
er titled “Just Between Us” which 
is mailed with premium notices. 


Monarch representatives have been 
accustomed to paying calls on slow 
paying policy holders. The folder ex- 
plains very clearly the necessity for 
Saving tires and gas. It asks for co- 
operation. It is well done ... and 
we hear that it is working. 
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BUY UNITED STATES WAR SAVINGS STAMPS AND BONDS 
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spect FAGLE-A COVERS 


For summer or winter—May or December—EAGLE-A 
Cover Papers are always in demand. 


Their strength, ruggedness and long-wearing properties— 
their eye-filling array of strong or subdued colors—their easy- 
printing antique finishes or rich, grained surfaces—and above 
all, their printability, make them popular choices for many 
different uses. 


On your next mailing piece—whether a manual or a menu, 
a catalog or a calendar, step up eye-appeal or selling power 
with one of these dependable Covers: 





Eagle-A American Embossed Cover 
Eagle-A Herculean Cover 
Eagle-A Riverdale Cover 

Eagle-A Leathertone Riverdale Cover 


Write for sample books and further details. 


AMERICAN WRITING PAPER CORPORATION 
HOLYOKE, MASSACHUSETTS 


Manufacturers of the famous Eagle-A Coupon Bond and other nationally-known Bonds, 
Ledgers, Offsets, Writings, Bristols, Mimeographs, Books, Covers, Advertising Papers 
and Papeteries. Also Technical, Industrial and Special Papers. 


EAGLE-A 
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AMERICAN WRITING PAPER CORPORATION 
Advertising Dept. J, Holyoke, Mass. 
































Please send me a free copy of the portfolio 


“EAGLE-A COVER PAPER SUGGESTIONS.” 


Attach this Name 














coupon to your 
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_ J Address 





Suggestions on 
Eagle-A Covers. 
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TYPESETTING SERVICE 


... for Advertisers’ and Publish- 
ers’ most exacting demands — 
Hand-type, Monotype, Linotype. 
... Tons of type of every descrip- 
tion for Electrotyping, Engraving. 
Reproduction proofs for Offset 
or Gravure Processes. Acomplete 
reprint division for quick service. 





KING 
TYPESETTING 
SERVICE 


In the McGraw-Hill Building 
330 WEST 42d ST., NEW YORK 








ALSO FOREIGN-LANGUAGE TYPESETTING 
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[) ADVERTISING PEOPLE are get- 
ting more numerous in Washington. 
Two recent important additions 
should be noted carefully by readers 
of The Reporter. 


The well known Howard Hovde, 
the super-super advertising instruc- 
tor of the University of Pennsylva- 
nia, is now with the Department of 
Commerce, along with the also well 
known Wilford White. Both have ap- 
peared on DMAA programs and have 
attended numerous Direct Mail Ad- 
vertising Conventions. They are both 
Direct Mail experts in their own 
right. Howard Hovde’s particular job 
right now, if we understand it cor- 
rectly, is to sponsor, supervise, aid 
and abet local business-stimulating 
clinics in all the towns and hamlets 
throughout the United States. His 
Department has already issued an 
interesting and informative booklet 
on how to stage these clinics in the 
small towns. It is a real job... and 
Howard is the right man to do it. 
He can be reached at Room 3315, 
Department of Commerce, Washing- 
ton, D. C. Send for his booklet. 


Another interesting personality is 
Florence M. Dart, former president 
of the Women’s Advertising Club of 


Philadelphia, and well known to all | 


A.F.A. Convention goers. Florence 
has been placed in charge of a brand 
new advertising research and advis- 
ory service division of the Depart- 
ment of Commerce. We had a talk 
with her at the recent A.F.A. Con- 
vention and she is tackling a real 
job. She is building a complete re- 
search laboratory encompassing all 
of the divisions of advertising. The 
possibilities for service to American 
business are unlimited. You can reach 
Miss Dart by addressing the Service 
and Utilities Staff, Department of 
Commerce, Washington, D. C. 


In later issues of The Reporter we 
will sketch the jobs of other adver- 
tising people who have moved to 
Washington. The Treasury Depart- 
ment is brimming over with go-get- 
ting advertising fellows. So is “Agri- 
culture.”” Many of the men in WPB 
and OPA are extremely advertising 
conscious. We have had interesting 
talks with some of them who seem 
to believe that Direct Mail can be a 
powerful force in the war effort. 


The Direct Mail Center is becom- 
ing a clearing house for informa- 


tion on all the ways that Direct 
Mail is being used to tie-in with the 
efforts of various Government agen- 
cies, and it has been a pleasure to 
cooperate with these Government 
agencies in finding the right type of 
Direct Mail experts to tackle each 
job that crops up. Some of you print- 
ing folks who grumble about busi- 
ness should see plans being formu- 
lated, which will involve tons and 
tons of printed promotion, not only 
on the part of the Government, but 
also on the part of business organi- 
zations who are cooperating with 
the various “victory projects.” 


[]) SPEAKING OF GOVERNMENT 
PROMOTION .. . its use of Direct 
Mail and such, we should give a real 
salute to Ross Barrett, Jr., Chief, 
Business Publications Section, War 
Savings Staff, Treasury Department, 
Washington, D. C. His monthly bul- 
letins to house magazine editors 
should be taken as models by all 
Government agencies. The transmit- 
tal letters are short and to the point. 
The bulletins are certainly a far cry 
from the old type stuffed-shirt Gov- 
ernment reports. They are breezy, 
clever, sometimes humorous, and oc- 
casionally “slangy.” The cartoons 
and clever illustrations furnished to 
the editor are tops. 


Of course, we did not expect any- 
thing else from that department 
when we learned that Merrick Jack- 
son of Western Electric Company 
had gone to Washington to act as 
liaison officer between the Treasury 
Department and house magazine edi- 
tors. Merrick certainly knows what 
house magazine editors want .. . 
and he is seeing that they get it. 


CT] “DON’T WORRY” — is what we told 
Helen Denney of the Farmers Union 
Jobbing Association, Kansas City 
Missouri, when she sent us a collec- 
tion of her always excellent, mime- 
ographed, bulletinized house maga- 
zine. She said that they are planning 
to continue their little mimeo-mag 
as long as they can buy paper. So 
we told her (1) to read again the 
may issue of The Reporter, showing 
that there is plenty of paper... and 
(2) to keep on sending us samples 
of her excellent mimeograph work. 


THE REPORTER 



































_]) ANOTHER GOOD COLLECTION 
LETTER has been submitted by 
Arthur Schwartz of The Commer- 
cial Bar, 521 Fifth Avenue, New 
York City. He uses the following 
personally typed message where the 
accounts are small and when the 
usual series of friendly letters has 
been consistently ignored. 


Dear Mr. Doe: 


This file came up and Mr. Schwartz 
re-read his letter to you of June 8th 
and he said to me: “How anyone 
could ignore a nice, friendly, courteous 
letter like this is more than I can 
understand. Frankly, I don’t know 
what to do. If this man is hard up, 
I will gladly contribute the $15.00 to 
him, but if he is not but is merely 
pressed temporarily, I will give him all 
the time in the world. But what am 
I to do if he won’t even extend me the 
courtesy of a response to a friendly 
little note? I’m licked. Close the mat- 
ter out.” 


However, I thought I would write 
you before following his instructions. 
If you knew Mr. Schwartz as I do, 
you would realize how sincere he is 
and that he actually felt as though he 
had been snubbed by a friend. I felt 
that if I wrote and told you this, you 
would reply to his letter. Won’t you, 
please ?—(Signed) Secretary to Mr. 
Schwartz. 


[] SPEAKING OF COLLECTION 
LETTERS ... try to send your in- 
voices or collection appeals so that 
they arrive at a time when they 
make the most favorable impression. 
That’s hard ... but it is sometime 
possible. Here’s an interesting letter 
on the subject: 

“I like your renewal letter dated 
July 1—and I think you were smart to 
inclose it with a bill which arrived in 


the same mail as the last number of 
The Reporter. 

I have found over a long period of 
time that a “bill,” so called, mailed to 
arrive with the last copy, is one of the 
most effective items in a renewal fol- 
low-up. 


Perhaps I wouldn’t be out of step 
if I should add that our Business Of- 
fice reminded me, about two weeks 
ago, that our subscription to The Re- 
porter was about to expire, and did I 
wish to renew it. 

I did and I did.’”—C. R. Hillman, 
Manager of Direct Mail, Curtis Pub- 
lishing Company, Philadelphia, Penn- 
sylvania. 


L} TEN WARTIME COMMAND- 
MENTS—of mail order advertising 
were given by Paul Muchnick, classi- 
fied Advertising Manager of Popular 
Science Monthly, New York City, in 
a recent Direct Mail talk. Some of 
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the points are, naturally, old 
but it is all good advice and worth 
reprinting: 


1. Know the Effects of the War 

Explain shortages, delivery restric- 
tions, priorities, use of substitutes. 
Cite all your sales points as of to- 
day. 

2. Develop New Markets for Present- 
Day and Post War Sales 
New products, new uses for old 
products, substitutes which may 
become permanent, etc. Take ad- 
vantage of war-created markets, 
new income groups, increased farm 
incomes, etc. 


3. Forget the Rules 
Don’t rely entirely on experience 
and knowledge of the past; these 
are new times and conditions. Dare 
to be different; change and test 
copy, format, envelopes, enclosures, 
lists, ete. 


4. Write to An Individual—Not a Mail- 
ing List 
Letters should be personal, reflect 
your personality, be a personal mes- 
sage—not an advertisement. Make 
your appeals emotional rather than 
logical. Choose words for effect. 


5. Be Believable 
Create confidence. Make claims be- 
lievable. Be specific—name names 
and places. Cite figures. Don’t 
stretch imagination too far—Bar- 
num was wrong—people are not 
gullible. 


6. Don’t Wave the Flag 
Remember Pearl Harbor sensibly. 
Don’t drag the war and your patri- 
otism into every letter, enclosure, 
etc. 


7. Correct Your Mailing List 
Check returns carefully and cor- 
rect addresses. 


8. Watch the News 
Schedule mailings against news de- 
velopments. 


9. Plan Your Production More Care- 
fully 
Economize but not falsely. There Is 
No Paper Shortage! 


NO. Push Hard for Action 
Paint picture of quick, future bene- 
fits. Give reader definite course of 
action. Enclose order form and 
reply envelope. 


[1 A LETTER FROM CANADA. 


I have read the May Reporter with 
exceeding interest. While the analysis 
deals with the American situation, the 
general principles involved can be ap- 
plied in Canada as well. 


Instead of cutting down on Direct 
Mail advertising, we have increased it. 
We are doing more of this type of 
advertising than ever before. And we 
are getting results, too!—D. Belbeck, 
Advertising Manager, The W. W. Cooper 
Company Limited, Swift Current, Sask., 
Canada. 


Reporters Note: That’s the kind of 
talk we like to heag!!! 














Names come to Life when you rent 
lists of individuals with known 
mail-buying habits. 


We know the names list owners 
circularlize to get their customers. 
And we know why some lists pull 
better than other lists that appear 
to be much the same. 


Give us a word-picture of your 
“average” prospect. We'll let you 
know the lists where you'll find 
this man — and hundreds of 
others like him. 


D-R SPECIAL LIST BUREAU 


(Division of Dickie-Raymond, Inc.) 
Boston 


00 Broad Street 
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Sample book sent on request 


HOLYOKE CARD 
AND PAPER CO. 


SPRINGFIELD, MASSACHUSETTS 
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DESIGN FOR A FISH-ING CAMPAIGN 


A simple instruction course on how to build a pressure drive to lick Ham Fish. See Footnote* 


Ham Fish is flooding his congres- 
sional district with franked mail. 
That, in itself, is nothing new. But 
the present momentum is terrific. 
He (or his ghost) writes a good Di- 
rect Mail appeal. Strangely, perhaps 
accidentally, these appeals follow the 
approved Nazi technic “the bigger 
and louder the distortion ... the 
more people will believe it.” 


Ham Fish is frequently “on the 
air” repeating and repeating and re- 
peating his few, well-chosen, stock 
points on which he hopes to delude 
the voters into returning him to 
Congress. He avoids serious charges 

. and picks on picayune points for 
protestations of persecution. 


Ham Fish issues many “releases’”’ 
to the newspapers. The newspapers 
dutifully print the “tripe” because 
(1) Ham Fish is news or (2) they be- 
lieve he is right. 


This reporter has been watching 
the Fish campaign with an eagle 
eye ... and a sinking sensation in 
the stomach. We've watched the 
fumbling efforts of the various groups 
of independent voters (patriotic citi- 
zens, etc.) to stop the Fish drive. All 
of these groups seem sincere. But 
they just don’t seem to know how 
to go about stopping Fish. They, too, 
issue ponderous releases to the press. 
They talk over the radio. They argue 
among themselves over what should 
be done. Some of their leaders, not 
understanding all the details behind 
what happened in Room 1424 H.O.B., 
make inaccurate statements, which 
smart-politikan Fish pounces upon to 
further confuse the voters. Unless 
something happens... Ham Fish will 
be reelected! Doesn't it make YOU 
feel sick? 


So .. . because we believe that 
Ham Fish was the key figure behind 
the greatest mass misuse of the mail 
in the history of the Post Office... 
because we believe that Ham Fish, 
under any label, is a menace to the 
security of this country . .. we here- 
with present (without charge) to the 
anti-Fish groups- 


A Simple Beat-Fish Campaign 
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Do these things first: 


(a) Stop issuing press releases and 
making radio talks until you have all 
facts collected in order. Then plan re- 
leases and talks to tie-in with plan 
suggested here. 


(b) Raise, by voluntary contribu- 
tions, enough money to wage the kind 
of a campaign which will give the 
voters of the 26th District of New 
York the real truth. 


(c) Follow the suggestions outlined 
here, and design a simple factual mail 
campaign which will give the voters 
documented proof that Fish’s claims 
are as phony as the Nazi-lovers who 
frequented his office. 


Analysis 


The 26th New York District com- 
prises three counties, Orange, Dutch- 
ess and Putnam... with widely scat- 
tered small towns and farms. There 
are a possible 150,000 voters, al- 
though 138,045 voted at last election. 
There are 28 newspapers published 
in the District (6 daily and 22 week- 
ly.) A majority of the newspapers 
are either (1) friendly to Fish or 
(2) afraid to antagonize his 22-year 
entrenched power. Those opposed to 
Fish can’t reach enough voters. Fish 
has unlimited use of his franking 
privilege and has prestige of “Con- 
gressional Record’ authenticity be- 
hind him. He can reach (and is reach- 
ing) most of the voters by mail— 
with a background of favorable press. 
He seemingly controls his political 
machine. 


The only way to stop him is to 
furnish as many voters as possible 
with mailed, documented proof. Don’t 
depend on easily forgotten or mis- 
understood speeches, or newspaper 
stories. Tell the voters the real truth 
by mail. Give them facts to hold in 
their hands, to see, to touch, to study, 
to look at again and again. 


The List Is Important 


You probably won't be able to 
raise enough money to reach all 
voters. That isn’t even necessary. 


Take the leaders in the various so- 
called pressure groups. List the offi- 
cers and important members of units 
such as American Legion, Civic 
Clubs, Women’s Clubs, Fraternal, So- 
cial, Business, Political and Labor 
Federations. Twenty-five thousand 


names should do the trick. You can 
get those names furnished to you— 
by the groups. Then, you should add 
the 15,000 farmers in the District. 
They represent a solid foundation of 
patriotic and serious thinking people 
who can be influenced only by truth 
—told simply and sincerely. Forty 
thousand names on your list 

and you are ready to start toward 
the downfall of Fish. 


How to Prepare Campaign 


Call in your copy writers and print- 
ers. Give them these rules :—copy and 
presentation must be simple, factual, 
easy to read and understand 
AND absolutely truthful. 


Prepare SIX MAILINGS to go out 
regularly between now and before 
election to your forty thousand list. 
In addition to this: ask heads of all 
important groups to rebroadcast (by 
reprints or at meetings) the mes- 
sages and facts in their own circles, 
thereby reaching all who may not be 
on master list. Also give the un- 
garbled facts to the newspapers and 
dare them not to print them. 


Don’t try to tell the whole story 
in each piece, but tell a complete 
phase of the story in each mailing. 


Here is a format and copy outline: 


First Mailing 


A letter explaining why the voters 
should have the true facts. You could 
even ask them for contributions to help 
finance publishing and mailing. 


ENCLOSE an 8 page 8%” x 11” 
printed folder titled “The Strange As- 
sociates of Hamilton Fish.” 


On the first page, reproduce the as 
yet unrevealed (till now) front page of 
Hitler’s own paper of January 8, 1939. 
Explain how this was part of the drive 
to build Fish up as the big German 
Hero. Tell the simple facts of Fish’s 
1939 trip to Germany; how he was 
feted by Nazi officials; how he flew in 





*We tackle this subject in The Reporter— 
because the technique shown here could be 
useful in many parts of the country, and for 
various times or occasions. The Nazis demon- 
strated that printed pressure promotion could 
be a powerful disruptive weapon. Conversely, 
you can use pressure promotion for construc- 
tive social projects or for wiping out dis- 
ruptive people or dangerous situations. All the 
tried and tested rules of Direct Mail selling 
can be applied to Pressure Promotion. Be 
clear, be convincing, be accurate. Hammer 
away, consistently. 
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This is an actual reproduction of clippings from front page of Hitler's own newspaper. Note date. 
Masthead slightly rearranged to make square cut. 


Von Ribbentrop’s plane; how he de- 
clared to the press that Germany’s 
claims “were just.” Then trace Fish’s 
return to America and how he started 
the strangely financed committee to 
Keep America out of the War. Sketch 
briefly his association during this peri- 
od with George Sylvester Viereck (Nazi 
Agent), Prescott Dennett (Viereck’s 
Agent) and William Griffin, editor of 
the isolationist Enquirer, (and other 
suspicious characters well-known by 
the Department of Justice). List some 
of the German rallies at which Fish 
was a featured speaker. Give dates. 
Give facts. Wind up this first piece with 
the Question — “Should a man with 
Strange Associates like these be our 
mouthpiece in Congress?” 


Second Mailing 


A simple, four page tabloid news- 
paper-style circular with the theme 
“The Strange Actions and Voting Rec- 
ord of Hamilton Fish.” 
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List, factually and unhysterically, 
the votes of Fish on important defense 
and preparedness measures. Be com- 
pletely specific and don’t give Fish an 
opening for an argument on whether 
he voted against “fortifying Guam” or 
“dredging Guam’s harbor.” That’s a 
favorite Fish trick. List all his votes 
which were against all-out prepared- 
ness. Then run a few columns of quo- 
tations from numerous Fish speeches 
and articles—such as ‘“couldn’t use 
more than 2,000 planes’; “no nation 
thinking of attacking us”; “dictatorship 
if we go to war”; “championing sale of 
helium to Germany”; “Japan’s con- 
quests in no way affect our security.” 


Then tell the facts about the phony 
polls which furnished Fish, Wheeler, 
Lindbergh and The American Firsters 
with the silly 80% agin-war figure used 
constantly by Fish in justifying his 
policies. Wind up with question: “Do 
you want this man who voted and 
acted wrong consistently, to continue 
representing you in Congress?” 


Third Mailing 


Another letter explaining to voters 
the importance of knowing the truth. 
Might even ask them again for a con- 
tribution to help finance the printing 
and mailing. 


ENCLOSE: An 8 page 8%” x 11” 
circular titled “The Strange Case of 
the Propaganda Campaign, operated 
from Room 1424, House Office Building 
(Ham Fish Headquarters).” 


Give a short, clear summary of the 
“franking scandal” which culminated 
in conviction of George Hill and George 
Sylvester Viereck. The article in Oc- 
tober, 1941 Reporter can be briefed. 
It is authentic. Every fact given there 
was later proved conclusively in Fed- 
eral Court. Add to that record, the 
tabulated lists offered as Court evi- 
dence, showing the “reprint-franked” 
jobs ordered and distributed by Ham 
Fish’s office. Make the explanation 
crystal clear so that Fish won’t be able 
to inject his usual rebuttal that only 
his own speeches went out under his 
frank. Sure ... that’s right BUT his 
office ordered and distributed the 
franked material of many other Con- 
gressmen under the guidance of Nazi- 
Agent George Sylvester Viereck (now 
in jail). 

Wind up with a question: “Should 
the 26th District be represented by a 
man who allowed such a strange mis- 
use of his office?” 


Fourth Mailing 


Now ... for the hard punches, to act 
as rebuttals for Fish counter claims. 


A small memo form explaining why 
you are sending attached 8 page re- 
production from Congressional Record 
of September 29, 1941 and October 2, 
1941. Reproduce (at your own expense 

. . not Government’s) entire proceed- 
ings while Fish held floor under “Ques- 
tion of Personal Privilege” Let the 
voters read every word of it and draw 
their own conclusions. For their con- 
venience mark certain paragraphs and 
underline certain words. This para- 
graph, for example (Fish speaking): 


“As a matter of fact, in all of those bags 
there was not a speech of mine, so far as I 
can find out, and my secretary was dead right 
in refusing to take them. Some of them were 
left in a hallway near my locked storeroom. 
My storeroom is a locked room, as I explained 
before, and this is just a repetition of that 
misstatement in this editorial that my secre- 
tary sent these mail bags to any storeroom or 
anywhere else. In all fairness to my secretary, 
I want to repeat that it is a lie. He did not 
instruct, order, or advise this truckman to 
take any of these bags to my storeroom, and, 
furthermore, he could not have put them in 
my storeroom anyhow, because my storeroom 
is locked, and if my secretary had intended 
for him to put them in there he would have 
unlocked it and instructed him as to exactly 
where they were to go.” 


These speeches in the House of Rep- 
resentatives were made BEFORE 
George Hill (Fish’s secretary) had 
been arrested—but immediately after 
case broke in newspapers. In _ these 
speeches Fish tried to white-wash him- 
self and his secretary. He called George 
Hill “his secretary” 28 times in the first 
speech—and referred 13 times to this 
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title in the October 2nd speech. These 
pages from the Congressional Record 
damn Fish for all eternity as (1) a 
man who didn’t know what he was 
talking about or (2) the leading con- 
tender for the role of Baron Munch- 
hausen. And ... emphasize this: Fish 
on the floor of Congress told exactly 
the same story as Hill told the Fed- 
eral Grand Jury-—the same story for 
which “his secretary” was later tried 
and convicted and sentenced for per- 
jury. What does that make Fish? 


You should then wind up the piece 
with Question—“Do we want a repre- 
sentative in Congress who strangely 
twists the truth to suit the emergency ?” 


Fifth Mailing 


Another letter asking the voters to 
weigh carefully the evidence and let 
their conscience and patriotism be their 
guides. 


ENCLOSE: Eight page 8%” x 11” 
transcript of Ham Fish’s testimony on 
the stand at the trial of George Syl- 
vester Viereck. This document is his- 
toric . .. and astounding. It should 
be titled “The Strange Testimony (un- 
der oath) of Hamilton Fish.” A pream- 
ble should sketch the frantic efforts 
made by Fish (and his attorney O’Con- 
ner) for months to avoid a subpoena 
from the Federal Grand Jury; how af- 
ter all legal technicalities failed, Fish 
was forced to appear and was 
finally put on the witness stand. 


Let Fish’s fumbling, fussed and fu- 
tile explanations speak for themselves. 
He denied that Hill was “his secretary.” 
He praised Nazi-Agent George Sylves- 
ter Viereck as “a good American.” He 
fought with the Government prosecu- 
tors; he roared and pounded and raged. 
He blew-up and shouted “lies” when 
asked by Prosecutor Maloney: “Is it a 
coincidence that his (Viereck’s) views 
as a German propagandist coincide so 
closely with your views as a Congress- 
man at this time?” That followed a 
reading of part of Viereck’s book which 
admitted “The objective of German 
propaganda was three-fold, to strength- 
en and replenish Germany; to weaken 
and embarrass Germany’s foes; and to 
keep America out of the War.” By all 
means, give the voters the transcript 
of Fish’s Court testimony. It is a dis- 
tressing document. Wind up with Ques- 
tion—“Do we want a Congressman who 
praised and protected a Nazi Agent?” 


Sixth Mailing ... Your Final Blast 


Another tabloid newspaper style 


piece. Make it 8 pages this time. Don’t . 


pull any punches. But don’t slop over 
and be sensational. Stick to factual, 
sound presentation, Summarize, tabu- 
late, and picture in these 8 pages the 
facts and figures contained in the first 
five pieces. Title it “The Strange Ham 
Fish.” 


Summarize his strange associates; 
his strange propaganda set-up in Room 
1424; his strange conflicting statements 
in Congress, in the press, in the mail, 
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on the air. Give every damning detail 
for the 40,000 people to read and study 
and check and discuss. Make every 
statement 100% true. Don’t distort any- 
thing. You don’t have to The truth is 
stranger than fiction. Wind up the 
piece with (not a question) a challenge 
—‘Let’s send a man to Congress whose 
actions, associates, speeches, votes and 
mail can’t be labeled STRANGE.” 


> * * 


THERE ... is the design for your 
stop-Fish campaign! If you figure 
carefully, you should be able to 
reach 40,000 people six times for be- 
tween twelve and fifteen thousand 
dollars . between 5c and 6c per 
name per mailing. Perhaps even a 
little less. 


But don’t be cheap. Do it right. It 
ought to be worth that much to some 
group of patriotic citizens ... to 
remove a sore spot from the Amer- 
ican scene . to see that a mail- 
misuser gets his just punishment. 


WE WARN YOU: by the time third 
mailing is out, Fish will be having 
hemorrhages. He will cry “smear.” 
He will claim “malicious persecu- 
ting.’””’ He will flood the mails with 
frantic franked rebuttals. But don’t 
let him or his false alarms scare you. 
You are not smearing. You are tell- 
ing the truth. You are using the only 
means available to you—the mails— 
to tell your fellow voters the truth. 
I hope you have courage to do it! 


H. H. 
e 


[] A SWELL SERIES of articles is 
being run by PM, written by Albert 
Deutsch. He is covering very accu- 
rately the misuse of the franking 
privilege by various congressmen. 
His story on Hamilton Fish was, 
naturally, a lulu. The one on Edwin 
A. Hall of Binghamton, New York 
reveals a disgraceful condition. Hall 
is deluging the Binghamton Post Of- 
fice with a franked mailing volume 
that looks like the usual Christmas 
rush. He is circularizing all voters 
in his district. It is estimated .that 
he has already spent $50,000 of Un- 
cle Sam’s money in his’ personal 
electioneering. His opponent hasn’t 
been able to afford a single com- 
plete mailing. 


If Congress is not to sink into fur- 
ther disrepute, why shouldn’t some 
of the decent members of Congress 
have the courage to force a change 
in the franking regulations? 


[] WE SEE BY THE PAPERS that 
Father Coughlin plans to keep in 
touch with his followers and pro- 
mote his ideas in personal letters, 
although his Social Justice, by which 
he spread his line, was banned from 
the mails May 4 as “seditious.”’ 


In a letter to subscribers, Cora 
Quinlan, secretary-treasurer of So- 
cial Justice Publishing Company an- 
nounced that the Social Justice mail- 
ing list will be given to Coughlin. 
This fulfills the promise made to 
Social Justice readers by Miss Quin- 
lan last April when she wrote to 
them that “should the Federal Gov- 
ernment decide to deny Social Justice 
its second class mailing privilege, we 
will be glad to make further ar- 
rangements with you.” 


It has also been revealed that the 
real reason Social Justice stopped 
publication was because no printer 
would take the job after Attorney 
General Biddle had given an Official 
opinion calling the publication ‘‘clear- 
ly seditious.” 

Hurray, for the printers. The Re- 
porter has the names of some. 


[] THE AUSTRALIAN GOVERN- 
MENT has tried, convicted and sen- 
tenced several leaders of a certain 
organization for “plotting to over- 
throw the Government and abet a 
Japanese invasion.” What was the 
name of the organization? Australia 
First!!! Those who criticized this re- 
porter for his condemnation of the 
AMERICA FIRST crowd and their 
enormous Direct Mail campaign ... 
please note. We hope that Fish, 
Wheeler, Nye, etc. have cramps in 
their toes as they twist and turn in 
bed at night worrying about those 
Nazi audiences which cheered them 
at the America First rallies. Some 
day, we may tell the story of how 
we knew about the America First 
Committee ... six months before it 
even started publicly. The stupid 
dopes thought they could get away 
with it! 
©e 

FLASH: Just as we were “dummying” 
this page, word reached us that that won- 
derful Federal Grand Jury working with 
William Power Maloney in Washington, 
handed in indictments against twenty-seven 
of Viereck’s American Mail Propagandists 
(and reindicted Viereck). A sordid crowd 
of crackpots who used the mails—and some- 
times the franking privilege—to try to dis- 
rupt America. A few important names are 
missing!!! They will come later. Here’s our 
hurrah for a courageous, unbullyable Grand 
Jury. In Maloney cases indictments 


mean eventual convictions. Keep watching 
. and applauding. 
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CLASSIFIED ADS 


Rates, 50c a line—minimum space, 3 lines. 
Help and Situation Wanted Ads—25c per 
line—minimum space 4 lines. 








ADVERTISING AGENCIES 





Your agents, mail order advertisement in- 
serted all newspapers, magazines at pub- 
lishers’ rates. Martin Advertising Agency, 
171P Madison Avenue, New York. 





DIRECT MAIL 
ADVERTISING MAN 





Exceptional opportunity with Chicago or- 
ganization for successful Direct Mail Ad- 
vertising man. Must control good volume 
of high quality business among leading 
advertisers and be able to manage other 
salesmen. Complete layout and copy serv- 
ive, plus low production and printing costs 
as well as other profit-increasing possibili- 
ties not normally available, assures better 
earnings. Give business history, references 
and average sales volume for last three 
years in confidential reply to Box 702, THE 
REPORTER, 17 E. 42 St., N. Y. C. 





EQUIPMENT 





SAVE HALF on Mimeographs, Multi- 
graphs, typewriters. Write for list of 
other bargains. Pruitt, 69 Pruitt Bldg., 
Chicago. 





MULTIGRAPHS, MIMEOGRAPHS, Fold- 
ing Machines and Attachments—Sold, 
Bought, Traded-In and Repaired. Write us 
your requirements. Chicago Ink Ribbon 


Co., 19 S. Wells St., Chicago, Ill. 





LETTERHEADS 





If you want a 
BETTER LETTERHEAD 


contact Frederick Scheff, Author “Letter- 
head Design,” 68 Nassau St., N. Y. C. 





MAILING LISTS 





TIMELY AID! Unlimited coverage of 
“buyer” and trade lists. Many exclusive 
classifications. Explain needs. Associated 
Services, 741 Gott St., Ann Arbor, Michigan. 





MAILING LIST RENTALS 





1,000,000 NAMES FOR RENT 
Our advertising brings nearly 1,000,000 
new mail-order novelty buyers each year. 
Complete information sent upon request. 
Johnson Smith & Co., Detroit, Mich. 





MISCELLANEOUS 





CONSTRUCTIVE HELP FREE: The Man 
Marketing Clinic shows men and women 
how to organize and apply sound merchan- 
dising principles to the selling of their 
own assets and abilities. No charge—no 
obligation. Applicants of merit welcome. 
Meetings, under the auspices of the Sales 
Executives Club, held Fridays at 7 P.M. 
at the Engineering Bldg., 29 W. 39th St. 
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MULTIGRAPHING SUPPLIES 





RIBBONS, INKS AND SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
Machines. We specialize in the Re-Manu- 
facturing of used ribbons. Chicago Ink 
Ribbon Co., 19 S. Wells St., Chicago, Ill. 





Position Wanted 





Direct Mail specialist in mail order copy 
and layout—books, magazines, fund rais- 
ing, merchandise. Twenty years experience 
in pushing door bells and pushing a pen. 
College graduate, 43, married. Moderate 
salary. Prefer Eastern states. Box 701, RE- 


PORTER, 17 E. 42 St, N. Y. C. 





SALES LETTERS 





If ALL IS four-square, [ll either achieve 
the slant and strength which you'll agree 
will sell it best—or Vll refund your $5. 
WALT JENKINS, 1595 Bryant St., Den- 


ver, Colorado. 





[] HE LIKES OUR FLAIR for the 
experimental, writes J. B. Gladstone, 
advertising director of the Health 
Supply Centre, Winnipeg, Canada, 
but he misses an occasional feature 
article by the stars of Direct Mail— 
“by-line”’ stuff by Carr, Collier, etc. 


At first glance, you may not think 
The Reporter carries “by-line’’ ma- 
terial. We don’t publish the usual 
type of authored articles. Perhaps 
we have covered up too well. 


Examine The Reporter carefully 
and you will see that it is filled with 
“articles.”” Only the articles are in 
the form of letters received by this 
editor from the boys and girls who 
might otherwise be writing articles. 
Their letters are so much more in- 
teresting. 


[] HERE’S HOW one fellow is get- 
ting around the paper scare situa- 
tion in his promotion. H. Bertram 
Lewis, Hunt Building, Litchfield, 
Connecticut, sells a syndicated ser- 
vice (house magazines, bulletins, etc.) 
to finance companies, automotive 
concerns, etc. In his July 15th multi- 
graphed promotion letter, he includes 
the following P.S. 


P.S. If you have heard rumors of a 
paper shortage, and charges that the 
use of Direct Mail advertising is there- 
fore unpatriotic please note (and check 
if you like) the fact that the Govern- 
ment needs but 9% of our national 
output of book papers (which include 
virtually all grades used in Direct Mail) 
and that we are actually overstocked 
on these today, with prices dropping. 





Professional 
Mailing 
Lists 


Do you cireularize Physicians, Dentists, 
Druggists, Osteopaths, ete? We have 
complete mailing lists covering these 
groups and allied Professions. Our lists 
are on stencils—the service of address- 
ing your envelopes can be bought for 
as little as $2.25 per thousand. 


@ 100% Accuracy Guarantee 
@ 72-Hour Service 


@ Clean Address Imprints 


Fisher-Stevens Service, Inc. 


183 Varick St. New York, N. Y. 

















ADDRESSING MACHINES 


a 


use Address Cards of plastic 
permeated fibre that are tough 
and as durable as metal. Yet an 
ordinary typewriter will stencil 
your addresses in them at type- 
writing speed. Send for booklet, 
“Story of a Father and Son or 
Unscrewing the Inscrutable.” 


THE ELLIOTT 
ADDRESSING MACHINE CO. 
127 Albany Street Cambridge, Mass. 














HOLD TIGHT 


Watch for some important an- 
nouncements and revelations in next 
issue. We may even get to press 
earlier than usual with a simplified 
edition in order to reach you quickly. 
This reporter has spent last month 
digging for ideas; digging for ways 
and means to keep Direct Mail effec- 
tive. This final note is to advise you 
that there IS some excitement ahead. 
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CLEANS THE INKING ROLLERS QUICKLY AND THOROUGHLY 
WITHOUT REMOVING THEM FROM THE PRESS 


Simply hook attachment to rod No. 1642 — equalizing bar for ductor roller 


arms — and press forward against No. 1655-Al oscillating roller which is covered 
with bakelite, (scraper is made of fibre and will not injure bakelite). Pour on a 
little roller cleaner; apply it a few times until all cleaner and ink are deposited in 
pan. No streaks of ink and solution are left as frequently happens when rollers 
are cleaned by hand. SAVES TIME, RAGS, HANDS, SOLVENT AND ROLLERS. 


Price $ | 50 each 


PAYS FOR ITSELF IN A SHORT TIME 
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